Brand development has become an essential strategy in delivering messages of the brand. It is synonymous with a brand-oriented company but not SMEs. Lack of resource awareness has influenced SMEs to ignore the potential of internal resources and focus more on financial in carrying out branding activities. This is in contrast with the brand-oriented company where they had utilising their internal brand resources to maximise communication activities. Besides the communication strategy, companies also communicate through branding strategy by adopting brand resources as medium and message. The communication process occurs in conjunction with the ongoing branding strategy. These approaches had given an option to SMEs to focus on internal resources and not relying on financial solely. Further empirical research also recommended.
There are specific ways to communicate without depending much on financial resources such as utilising the strategic brand resources like brand name, personality and culture. Strategic brand resources represent the tangible and intangible company's resources (De Chernatony, 1999; Wernerfelt, 1989) . The brand-oriented company had utilised these resources to create a communication medium to deliver rational and emotional brand messages (Urde, 1999) . Strategic brand resources become a source to create a meaningful relationship with the employees and customers. The brand development strategy based on strategic brand resources helped SMEs to expand their communication strategies and not rely on financial resources only.
Therefore, the objective of this paper is to discuss the option of communication tools for SMEs to develop their brand. In the section the following an overview of the relevant literature about brand development, particularly on strategic brand resources. The concept of communication is defined and its relationship with SMEs and brand-oriented company branding is discussed. Finally, the conclusion is presented, and future research suggested.
Literature Review

Brand Development, Strategic Brand Resources and Marketing Communication
A brand has been described as an agent of different owned by a company. In parallel with the business development, the brand evolved from a static definition which is only tangible elements such as symbols and visual to intangible elements such as symbolic and emotional brand or a combination of both elements (Santos-Vijande et al., 2012) . Some of the brands' definitions are also tailored according to the nature of the company, such as SMEs. For example, according to Ojasalo et al (2008) , the brand is representative of the brand management system such as objective, resources, communication and brand building process. Every planning and implementation of the brand development process will symbolise a brand of the company. The energetic brand can be created through branding.
In the beginning, branding is an activity that delivers a tangible brand message only (Landa, 2006) . However, according to Fauziah et al (2012) as the brand consist of tangible and intangible elements, so the branding becomes a medium to spread the messages by utilising these two elements. Branding activities helped the brand to relate with customers in rational and emotional angles. It is more meaningful when companies projected brand as an asset to improve brand equity. According to Davis and Dunn (2002) , branding is an integrated company process to develop capabilities by combining the advantages of human resources and product to create a valuable asset for the company and meaningful to customers. Therefore, branding is a brand development process which involves planning; implementing of brand development strategy such utilising brand element through branding strategy and spreading the messages through brand communication strategy; and measuring and monitoring brand performance. It is a company's effort to gain return investments. This article will be focus solely on brand development strategy and these strategies always being related to resources.
Resource means a specific component in the company's drive to become agents of development. It is a basic internal resource for strategy implementation (Grant, 1991) and its controlled entirely by the company to improve efficiency and effectiveness (Daft, 1983) . Each company have different resources. The differentiation of the resources among internal and external showed that company owned a strategic resource. Strategic resources referred to the resource that capable of creating competitive strategies and sustainably benefiting in the market (Barney, 1991; Wernerfelt, 1989) . It has special characters such as valuable, rareness, imitability and substitutability (Barney, 1991) . According to Wong and Merrilees (2005) , the company need to focus on strategic resources to achieve their goal, especially in volatile markets. A brand also has its strategic resources because of the unique and valuable characters; its brand elements are listed in the company's resources.
A strategic brand resource is the resource that valued to the company and able to create superior values to customer relationships. Previous researchers tend to divide the resource into two categories, tangible and intangible (De Chernatony & Riley, 1998; Fahy, 2002) . It includes the brand name and brand functions; human resources; innovation; internal communications; brand personality; brand culture; social capital; and reputation. These resources are able to align company vision with capabilities and adopt a brand to become an attraction tool to connect customers rationally and emotionally. By utilising brand resources as the primary source for brand development strategy, it will expand communication effects and help to support longterm brand development activities (Abimbola & Kocak, 2007) .
The communication referred to the marketing communication, defined as a company attempting to inform, persuade and remind customers directly or indirectly about the brands they sell (Keller, 2009) . It represents the 'voice' of the company and its brands. Keller (2009) divided into eight primary forms which are advertising, sales promotion, events and experiences, public relations and publicity, direct marketing, interactive marketing, word-of-mouth marketing and personal selling. These forms of communication are closed to the customers (Van Riel, 1995) and it can contribute to brand equity by embedded the brand memory and creating a brand image in the market. It will drive to sales points and affect shareholder values (Luo & Donthu, 2006; Van Riel, 1995) . However, it has always been associated with financial resources and it is costly to be implemented (Van Riel, 1995) . Due to this, most companies tend to limit their communication strategies. Therefore, the company needs to build its brand in a specific marketing communication environment to deliver brand messages (Keller, 2009 ) and considers resource availability to implement the relevant forms includes SMEs.
Branding and Communication Strategy in SMEs
SMEs has an awareness of the importance of branding to the company; however, the practice is vice-versa. SMEs instead focus on daily operations to keep the business running (Ojasalo et al., 2008) . Resource constraints are the main problem regarding branding (Odoom et al., 2017; Mitchell et al., 2013) especially financial due to the lack of brand resource awareness (Suhaini & Noor Hasmini, 2016; Fauziah et al., 2012) which refers to brand development strategies as limited to advertising, name and logo (Razeghi et al., 2014; Wong & Merrilees, 2005) and its consume a lot of money. As consequences, an intensity of communication strategy is relying on the availability of financial resources.
Thus, to deliver brand messages, SMEs has accessed various medium to reach customers to create brand awareness (Horan et al., 2011) . Krake (2005) found that SMEs tend to publish an advertisement in the newspapers, brochures and utilise public relations. However, SMEs emphasises only on brand name and logo in advertising activities (Wong & Merrilees, 2005) . They are less likely to use advertising and sponsoring programs on television. Due to this, SMEs tend to focus on personal selling or face-to-face communication to demonstrate their quality of work (Sandbacka et al., 2013; Ojasalo et al., 2008) even though advertising activities, such as television, yellow pages, and promotional leaflets were important to branding (Wong & Merrilees, 2005) . SMEs are using word-of-mouth communication strategies to convey a brand message. The communication form based on human resources seems relevant and practical tools to convey messages; and SMEs rely heavily on these forms (Wong & Merrilees, 2005) .
It is found that SMEs did not raise brand awareness in branding strategy, but rather emphasises in communications strategy (Horan et al., 2011) . SMEs focus more on traditional branding strategies such as corporate, product branding and co-branding (Ojasalo et al., 2008; Wong and Merriless, 2005) . Interestingly, in communicating SMEs has exploited their brand resources in branding and communication strategies as a medium and messages for brand development. Yet, SMEs instead focus on advertising technicality such as the frequency of the publishing and types of communication channels rather than the strategies of brand resources that can be utilised to attract customers. SME also focuses on tangible brand resources and ignored intangible brand resources. As a result, their communication strategies effect is minimal, and this is different in the brand-oriented company.
Brand Orientation and Its Communication Elements
The brand-oriented company are very keen on communication activities. There are several characters of brand-oriented companies. It is including brand becomes leading in company development, adopting brand as a strategic resource, focusses on inside-out process in creating a strategy, transparent in facing market volatile and emphasises on a meaningful relationship with stakeholders (Mijan, 2016; Urde, 1999) . Due to the internal orientation, they need to communicate to gain information from employees regarding the brand resources strength and weaknesses and retrieve the market information from customers and competitors to relate it with their capabilities.
The communication aspect in brand orientation has been highlighted by several authors such as Urde (1999) . According to Urde (1999) , brand orientation is an approach in which the processes of the organisation revolve around the creation, development, and protection of brand identity in an ongoing interaction with target customers to achieve lasting competitive advantages in the form of brands. It is highlighted the interaction within the brand development process and the symbol becomes a medium and messages to communicate with customers to protect the brand for a long-term and create competitive advantages.
Meanwhile, Ewing and Napoli (2005) states that to share brand meaning and embedded brand values to the staff, the company requires to give priority to the internal communication and other communication strategies. The internal communication builds trust towards the brand and it will simplify the delivering of brand communication values to the customers. Similarly, Gromark and Melin (2011) emphasises on internal communication to develop a brand value among employees and then communicate to the external stakeholders to create brand equity. Interaction processes are compulsory to build brand value and to be delivered to customers.
Internal communication has been practised in building and delivering value to stakeholders (Gromark & Melin, 2011; Ewing & Napoli, 2005) . Interaction with customers involving reciprocal relationship and interplay and that is entitle the brand orientation is a continuous process. This communication is an ongoing process to ensure that brand value is created in line with consumer preferences (Gromark & Melin, 2011) . In the brand orientation approach, communication is an essential element to develop brands that satisfy consumer preferences. Internal communications based on brand resources become a basis to connect with external communication.
advantages entitles brand resources as an internal asset that is represent the tangible and intangible brand in the market. While most the SMEs ignores their internal resources, particularly brand resources.
Conclusion
As a conclusion, SMEs owned resources for brand development. The lack of brand resources (Horan et al., 2012) due to unaware of the internal brand resource's potential (Fauziah et al., 2012; Amran et al., 2010) . As consequences, it illustrates that SMEs lack the resources to develop the brands. Thus, brand orientation practice provides an option for SMEs to capture opportunities in the market with more consistency and reducing barriers. The priority of internal resources allows them to identify the strength and weakness of the resources that can be developed into a competitive strategy (Mijan, 2016) . It has been shown that a company who develops their brand from internal resources enable to create a solid presentation of the company and its brand (Hatch and Schultz, 2003) .
Adopting resource development as a medium of communication represent a strategic move to reduce the financial burden among SMEs. Even though advertising activities still impose a burden on SMEs, but the variety of options can be implemented such as utilising social media to promote their brand as it is an influencing communication medium in Malaysia (Siti Ezaleila & Azizah, 2010), cheaper and practical for current needs (Opoku et al., 2007; Guiling & Xiaojuan, 2006) . Therefore, an exploration of branding practice in social media is suggested for future research to expose the styles, strategies and approaches toward online branding practice.
